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ABSTRACT 
The thesis will research if Hong Kong Markets have a market niche for 
Finnish products. Hong Kong is renowned because of its endowment with 
a wide domestic market. With a dynamic trading environment and its 
authentic connections with reference to many countries, the city is seen as 
a solid trading partner with other nations. There are factors that might 
hinder even the slightest possibility of a niche for Finnish products from 
Finland in Hong Kong. There is immense diverseness and disparities in 
businesses and international trade between Hong Kong and Finland with 
respect to culture, traditions, politics, societal stratification and economics, 
which can resolve in an unsuccessful enterprise for Finnish products in 
Hong Kong if proper considerations are not made prior to business 
engagements. The research will help Finnish companies to understand 
whether they should launch their products to Hong Kong markets. 
This research explores through qualitative research whether there is a 
niche for Finnish products, particularly those from Finland, in Hong Kong. 
Drawing on available literature, the research study presents and analyses 
the nature of the market. With this information, marketers and 
manufacturers from the Finland will understand which goods and services 
will do best when introduced to the Hong Kong market.  
The attractive features, policies and factors in the Hong Kong market, it is 
evident that it is an ideal trading center. Finnish companies will after 
comprehending and appreciating the socio-economic status of Hong Kong 
as a business partner be compelled to try to enter this market. This 
research study, therefore, was able to determine that there is a niche for 
Finnish products in Hong Kong through identification of the markets that 
have the highest potential for the Finnish products in Hong Kong and 
factors that could affect the entry and success of Finnish products in Hong 
Kong. 
Keywords: market niche, opportunities, Hong Kong markets, Finnish 
products 
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TIIVISTELMÄ 
Tämä opinnäytetyö tutkii onko suomalaisilla tuotteilla markkinarakoa 
Hongkongissa .Hongkongilla on tunnetusti laajat kotimarkkinat ja muut 
maat pitävätkin Hong Kongia vankkana kauppakumppanina kiitos hyvien 
kulkuyhteyksien ja dynaamisen kaupankäynti ympäristön. On olemassa 
tekijöitä, jotka saattavat vähentää suomalaisten tuotteiden 
houkuttelevuutta Hongkongissa ja vaikeuttaa pienen markkinaraon 
löytämistä. Hongkongin ja Suomen välinen liiketoiminta ja kansainvälinen 
kauppa on äärettömän monimutkaista ja epätasa-arvoista kulttuurin, 
perinteiden, politiikan, yhteiskunnallisen stratifikaation ja taloustieteen 
suhteen. Nämä ymmärrettyään, yritysten täytyy myös ymmärtää tarkkaan 
liiketoiminnan sitoumukset. Ne voivat ratkaista Hongkongissa menestyvien 
tuotteiden kohtalon jos asianmukaisia havaintoja ei tehdä ennen 
liiketoiminnan harjoittamista. Tutkimus auttaa suomalaisia yrityksiä 
ymmärtämään kannattaako heidän lähteä kokeilemaan Aasian 
markkinoita. 
Tämä tutkimus tutkii kvalitatiivisen tutkimuksen avulla, onko Hongkongissa 
markkinarakoa suomalaisille tuotteille ja palveluille. Käytettävissä olevan 
kirjallisuuden avulla tutkimuksessa esitetään ja analysoidaan markkinoiden 
luonnetta. Näiden tietojen avulla Suomalaiset markkinoijat ja valmistajat 
ymmärtävät, millä tuotteilla ja palveluilla on kysyntää Hongkongin 
markkinoilla.  
Houkuttelevien piirteiden, politiikkojen ja tekijöiden perusteella on ilmeistä, 
että Hongkong tarjoaa tuotteille ja palveluille ihanteellisen alusta 
kaupankäynnille. Kunhan suomalaiset yhtiöt ymmärtävät ja oppivat 
arvostamaan Hongkongin sosioekonomista asemaa liikekumppanina - 
vain taivas on rajana. Tämän tutkimustyön avulla saatiin selville, että 
suomalaisille tuotteille on markkinarako Honkongissa. Yritysten on vain 
tunnistettava tekijät, jotka vaikuttavat tuotteiden saamisen kyseisille 
markkonoille sekä mitä toimenpiteitä se vaatii menestyäkseen. 
Asiasanat: markkinarako, mahdollisuudet, hongkongin markkinat, 
suomalaiset tuotteet 
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1 INTRODUCTION 
The Hong Kong general market has existed since the 19th century. There 
is a high rate of a market competition between competitors in different 
markets in Hong Kong. Additionally, the market is still attractive to the new 
entrants, especially from foreign companies. And most of the products are 
almost identical in the market. As a result, many economic analysts 
question what really makes the market so competitive and how businesses 
are able to survive in a market filled with identical products and goods. In 
addition, how consumers and buyers are able to choose from so many 
products with non-distinctive features from different 
companies/manufacturers is yet to be established (De & Duenas 2017). 
This thesis analyzes whether there is a market niche for Finnish products, 
in Hong Kong. Drawing on available literature from peer-reviewed journals, 
articles and credible academic books and sources of information. The 
research study presents analysis, critical dissection and comparative 
research on the nature of the Hong Kong market. Consequently, 
marketers and manufacturers from Finland will understand which goods 
and services will have most potential when introduced to the Hong Kong 
market. Furthermore, the study examines the market segments and 
industries, in Hong Kong. To verify which ones have the most potential for 
Finnish products by analyzing the various differentiated market segments 
and industrial policies, rules and business regulations in Hong Kong. 
These results in affirming the emphasis that market analysis is imperative 
for companies, organizations, and firms that are intending to introduce 
their products, goods and services into any new market. By doing so, there 
will be a complete analysis of whether there is a niche for Finnish 
products, in the Hong Kong market.  
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1.1 Research Background 
Numerous manufacturers and producers take a part of global trade fairs to 
build and share their business ideas when planning to commence 
business activities and markets in foreign countries. For instance, in the 
majority of the developed markets, the retail business for housewares is 
commanded by a couple of vast chain stores or markdown companies that 
have the potential to export to countries that lack such goods and products 
(Petruzzellis & Winer 2016). These abroad markets with wide consumer 
potential have business brokering power since they occasionally submit 
business requests with a couple of international manufacturers, firms, 
organizations and companies in the exporting business (Tong & Fong 
2014). 
Notably, throughout the years, Hong Kong marketers have substantiated 
themselves as solid traders and kept up a decent market position by giving 
great quality items to their consumer segments at a fairly competitive cost. 
However, they are being met with foreign-based competition from different 
international manufacturers, firms, organizations, and companies (Bricker, 
& Donohoe 2015). To remain aggressive, Hong Kong manufacturers and 
producers have attempted more diverse business-oriented ventures. 
Authorizing other foreign companies to operate in Hong Kong is 
particularly normal and it happens more so in the kitchenware market 
since US and European brands as sellers operate in Hong Kong as retail 
manufactures with their own distribution chain stores (De & Duenas 2017).  
The nature of the Hong Kong market is diverse. It has been revolutionized 
further due to technological shifts that are changing the global market 
scene from traditional means of conducting business. For instance, 
business conducted online due to internet innovations creates web offers 
and online markets of housewares that have kept on developing as Hong 
Kong purchasers progressively appreciate the simplicity, comfort and 
board collections of web-based shopping. Other than purchasing from only 
Hong Kong-based online retailers, it is not plausible to purchase on the 
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web and have items, goods and products shipped to personal or business-
based addresses (Gbadamosi 2016). The traditional productive business 
coordination frameworks and stock administration models that existed 
before the internet have to be upgraded to meet the new methods of 
conducting businesses which are likely brought by foreign manufactures, 
organizations and business firms operating in Hong Kong (Julian 2014). 
Moreover, the utilization of enormous information investigation empowers 
retailers to be more receptive to shopper preferences, purchasing 
intentions and inclinations at this age than ever before at any other time in 
history (Petruzzellis & Winer 2016).  
It is crucial to note that multinational corporations, small and mediums-
sized retail enterprises, and mass exporters in the retail business still 
remain the predominantly managed and controlled by the major retail 
households entrenched in the developed markets such as the US, EU, 
and Japan. However, customers in Hong Kong search for different retailed 
items, for instance, for housewares items, on the web progressively and 
this creates another market gap that needs to be filled. Hong Kong makers 
for the most part bargain specifically with abroad retailers or through their 
purchasing workplaces or operators in Hong Kong, these foreigners 
acquire premises to sell their products in Hong Kong.  
Hong Kong’s organizations go into partnership business deals for the 
generation of more retail items with foreign and international brand holders 
(Bricker, & Donohoe 2015). This is particularly common for kitchenware 
and cookware, which form two distinct market segments in Hong Kong 
when taken from a cultural perspective (Takhar-Lail & Ghorbani 2015). For 
business sectors with little consumers purchase requests and meager 
consumer markets, international trading firms are typically form mergers 
and partnerships with Hong Kong companies, organizations and firms. A 
couple of Chinese business-entrenched Hong Kong retail product makers 
have their own particular workplaces in charge of showcasing their 
merchandise and advertising their services in Hong Kong.  
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This research study aims to investigate the market viability of Finnish 
products, expected returns from sales, and the challenges expected in the 
Hong Kong markets. Additionally, the research study aims to establish 
how the challenges, as a result of the diverseness of both Hong Kong and 
Finland in culture and economics, can be resolved to have a successful 
enterprise for Finnish products in Hong Kong. 
1.2 Research Problem 
There are factors that might hinder the possibility of finding whether there 
is a niche for Finnish products from Finland in the vast market of Hong 
Kong (Tong & Fong 2014). These factors have to be considered since 
there is immense diverseness and disparities in business policies, rules, 
regulations and international trade guidelines between Hong Kong and 
Finland. With respect to culture, political factors, traditions, and global 
economics which can affect the relationship sought by Finnish companies, 
sellers, firms and organizations leading to an unsuccessful enterprise for 
Finnish products in Hong Kong market.  
Notably, it is important to discuss the market potential for different 
products that are produced in Finland. Whether matters relating to 
business practices, culture, religion, government structures and also 
international laws can be operated on the global trade rules as stipulated 
by the World Trade Organization since both Hong Kong and China are 
part of the organization. It is imperative to note that from the analysis and 
critique offered by various financial and business observers, it is 
anticipated that by 2018 China will be the world's biggest customer of 
imported products and this will affect an effect on Hong Kong creating a 
need for imported products, goods and foreign services (De & Duenas 
2017). These - among other business opportunities makes Hong Kong 
attractive for foreign investors but the current capacity of not being able to 
handle such a big market shift is a major problem even for Finnish goods 
that are intended to be sold, advertised and marketed in the country.  
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1.3 Research Purpose 
The purpose of this research study is to establish whether there is a 
market niche of Finnish products and goods in the Hong Kong market. 
This thesis also aims to determine whether product market in Hong Kong 
has a potential capacity of breeding a viable market for Finnish products. 
Therefore, Finnish producers, firms, organizations and companies need to 
make a targeted market study on their products, services and goods 
before making an entrance into the Hong Kong market.   
1.4 Research Objective 
This research aims to find out whether there is a niche for Finnish 
products, particularly those from Finland, in Hong Kong market. It performs 
an analysis of the market in different sectors depending on the goods that 
are likely to be imported to Hong Kong from Finland. This thesis also 
incorporates the entire economy of Hong Kong so as to establish how 
sustainable the market is, in terms of expected volume of sales and 
revenue generated from their goods, products and services. The research 
aims and objectives are: 
i. To explore if there is a niche for Finnish products in Hong Kong 
markets. 
ii. To establish what product market(s) has the best potential for 
Finnish products in Hong Kong. 
1.5 Research Methodology and Data Collection 
It is important to study the Hong Kong market to determine whether the 
trade rules, polices, business mechanisms and modes of operation and 
market elasticity is viable enough to accommodate Finnish products as 
imports sold, distributed, marketed and advertised in Hong Kong. 
For this purpose, the researcher developed research questions based on 
the specific aims of the research as follows; 
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i. Is there a niche for Finnish products in Hong Kong markets? 
ii. Which markets have the best potential for Finnish products? 
The main methodological inquiry creates an objective that aims to answer 
the research question. The methodology utilized was selected putting into 
consideration specific contextual investigations of the Hong Kong market 
which reference to the types, criteria, number and features of the products, 
goods and services on sale in Hong Kong. This enabled deduction of 
information which may have significant administrative ramifications for 
Finnish products in the Hong Kong market such as finding legality under 
international law such as the WTO for business between the two countries 
to commence and progress (Bricker & Donohoe 2015).  
Therefore, qualitative research as a methodological approach will be used 
as it concentrates on the functional utilization of thoughts, traditions, 
attitudes, beliefs, values of research participants and genuinely 
incorporates them in the research process (Creswell 2013). In this case, 
the incorporation will include the research participants who happen to be 
involved with Finnish goods and products (as sellers, manufacturers, etc.) 
and business people in the Hong Kong market. This approach makes a 
pragmatic application of qualitative research which is a suitable method for 
discovering the connection amongst theory and practice in reference to 
this particular thesis. Deductive research strategy will be employed and 
utilized to recognize factors and drivers of Finnish companies, sellers, 
manufactures, firms and organizations towards the Hong Kong market as 
a prospective destination for their goods and products.  
A qualitative research design will be utilized to gather the qualitative data 
from secondary sources (Long et al. 2000; Saunders & Thornhill 2009). 
The primary idea of picking this approach as the choice of inquiry is 
because more pieces of information can be recovered from diverse and 
big research populations (Finland and Hong Kong) and the sampling 
procedure is made easier since it focuses on the Hong Kong market and 
Finland as an exporter and/or seller of Finnish goods.  
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1.6 Thesis Structure 
This thesis is divided into five chapters. The first chapter is the introduction 
of the study and includes the foundation of the study, the goal of the 
research and the research question. The following chapter after the 
introduction is the literature review. The literature review as a chapter 
concentrates on applicable information from available sources that helps 
the subject of this thesis to research what other authors have written 
concerning the topic, whether there is a specialty for Finnish products, in 
the Hong Kong market and matters concerning the two markets (Finland 
as a manufacturer and Hong Kong as an importer). The information is 
gathered from writings and findings of other researchers. The third chapter 
is the methodology that gives the examination’s rationality, research 
design, research approach, methods of collecting data, challenges faced 
and the ethical consideration made by the researcher. The fourth chapter 
is the data analysis, results and discussion section that combines the 
outcomes from the research and presents them in an accurate and 
presentable manner. Chapter four is the discussion dissects the data 
analyzed and presented by explaining the intricacies of the data in relation 
to the research questions, aims and objectives giving a clear picture of 
what has been deduced and established from the research. A conclusion 
section is the last chapter, coupled with recommendations that summaries 
key findings on Finnish companies wishing to penetrate the Hong Kong 
market. 
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2 HONG KONG MARKET NICHE FOR FINNISH PRODUCTS 
2.1 Theoretical Framework 
Qualitative research can be adjusted to suit many fields, specifically 
research in market analysis. It is a characteristic fit, as marketers and 
manufacturers need to comprehend what drives buyers to buy their 
products. This theoretical framework looks at how market analysis experts 
may use existing theories (qualitative or quantitative data collection tools) 
to establish whether there is a niche for Finnish products, in Hong Kong 
market (Takhar-Lail & Ghorbani 2015). This is as explained and depicted 
in the figure below (figure 1) with each theoretical research method having 
its own methods of conducting research. For instance, from the figure 
below, a qualitative method has online forums, online communications, 
web survey, groups (triads, dyads) and depth interviews as the data 
collection tools available (Saunders Lewis & Thornhill 2015).  
 
FIGURE 1. Main differences between qualitative and quantitative research 
models (Bricker & Donohoe 2015) 
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The application of the cognitive theory to any given market research under 
a qualitative theoretical framework makes analysts be less demanding 
while making inquiries on members when asking for further and more 
important responses to their questions (Julian 2014). For instance, when 
marketers and manufacturers need to comprehend what drives buyers to 
buy their products. They can use open-ended questions under a 
qualitative theoretical framework which is less demanding since it might be 
a single question which will be answered narratively (in detail) and not on 
the premises of ‘yes' and ‘no' as it would under a quantitative theoretical 
framework (Miller 1986).  
Notably, in the event where coordinated questioning and research 
frequently brings about shallow answers, the use of the quantitative 
theoretical framework to produce a specific and more a pragmatic 
discussion with people being asked questions (Creswell 2009). Most 
quantitative theoretical frameworks operate under the premises of ‘yes’ 
and ‘no’ and offer direct answers (Long et al. 2000). Cognitive theory is a 
key theory that is used to determine and understand the cognitive process 
that leads to decision-making and even reasons behind any conclusion. 
For instance, reasons why certain groups want to buy a certain product or 
seek a certain service (Takhar-Lail & Ghorbani 2015).  
Two speculations fundamental to an approach of qualitative nature are the 
theory of perception and the identity theory, and both are grounded in 
phenomenology (Creswell 2009). Phenomenology is the investigation of 
the cognizant experience that individuals have concerning their 
surroundings. The concentration of phenomenology is the primary 
individual experience. In market analysis of qualitative nature, 
phenomenology is the reason for groups being focused on certain 
products, goods or services as customers, and also the reason behind 
what drives these consumers to have meetings/interviews with sellers 
(Bricker & Donohoe 2015).  
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The identity theory is centered on how individuals characterize themselves 
and where they place themselves in the world and among others. Scholars 
expounding on identity theory are keen on the concerns, decisions, goals, 
and needs of people (Tong & Fong 2014). The theory has useful 
applications to the development of purchaser profiles and is the 
establishment of market division. Individuals tend not to be great about 
dissecting their practices or uncovering the explanations for their 
inspiration. It implies that introducing research inquiries to members inside 
a character structure has a tendency to inspire more nuanced, genuine 
and keen reactions (Julian 2014).  
The identity theory is useful in determining whether a product, for example, 
from Finland, can fit into the personal profile of buyers in Hong Kong. 
Goods and services that rate highly among people have a high possibility 
to be purchased more often. Consequently, such goods end up being 
successful in that particular market. Marketers, therefore, should utilize 
this theory to determine how their products elevate the status of their 
intended users/buyers (Takhar-Lail & Ghorbani 2015). 
Applying cognitive theory to a market research of qualitative nature can 
make it less demanding to make inquiries on members to give further and 
more important responses to analysts' questions. Where coordinated 
questioning and research frequently brings about shallow answers, the 
use of psychological theory to qualitative research can produce a more 
characteristic discussion with buyers (Julian 2014). 
Julian (2014) states that customers travel through various stages while in 
the process of trying to make a purchase. Buyers are said to travel through 
a marketing funnel, which represents a buyer’s commitment to buying a 
product. It is mainly easy to end up asking endless questions as to, why 
there are buyers who would desire and request only particular brands, 
types, criteria or specified goods, products or services and not others. This 
is the reason why creating shopper profiles and buyer preferences through 
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influencing their purchasing intentions through marketing and advertising 
activities are imperative (Kapoor & Kulshrestha 2014).  
Human beings' short-term memory of forgetting to purchase items that are 
sometimes of necessity such as cleaning agents when one is not intending 
to do any cleaning soon can only impede through marketing and 
advertising which remind an individual about that particular good or service 
(Bricker & Donohoe 2015). Marketing and advertising activities are known 
to invoke bits of data in the brain that are not remembered frequently 
empowering long-haul memory not to be overlooked to the point that 
consumers can actually remember to purchase products with thought the 
need of constant advertising or marketing (De & Duenas 2017; Gbadamosi 
2016). This leads to the question whether Finnish goods and products can 
compete with other goods and products in the Hong Kong market without 
engaging in marketing and advertising activities.  
Marketing and advertising use in invoking remembrance of purchasing 
choices often than not rekindles purchasing intensions happening without 
buyers’ cognizant exertion. Since these marketing and advertising 
procedures are so strategically programmed, members in market areas 
may not promptly take advantage of their frequently oblivious 
considerations and feelings (Bricker & Donohoe 2015).  
In most cases if a member of the society where the market analysis is 
being done has random questions on their perceptions, preferences and 
purchasing intentions on products, they can dig into their memories for 
more accurate details from their memories on the features, attributes and 
details offered most probably in a previously viewed marketing and 
advertising activity. 
2.2 Hong Kong as a Target Market for Finnish Products 
Hong Kong is endowed with a wide domestic market that has attracted 
foreign investors and exporters into the country due to its colossal vast 
purchasing power and high consumerism (Gbadamosi 2016). With a 
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dynamic and open trading condition and its authentic connections with 
reference to many countries, the city is seen as a solid trading partner. 
Hong Kong's official business dialect is English and its business 
operational framework is indistinguishable to that of leading European and 
Scandinavian countries (De & Duenas, 2017).  Therefore, setting up a 
business in Hong Kong is fundamentally the same as working in any of 
these countries. Government investments and their foreign investment 
motivations coupled with great policies and business-oriented 
administrations to support businesses make Hong Kong an appealing 
location to set up a business or sell products (Reuvid 2006).  
Hong Kong connects China to the remaining Asian regions and the rest of 
the world. Hong Kong is a territorial community for many products, with 
around a million tons of cargo and 50 million travelers going through its 
airport and water terminals.  This makes Hong Kong a gigantic market for 
products and services from around the world (Petruzzellis & Winer 2016).  
 
PICTURE 1. Overall domestic and imported products in Hong Kong  
According to Huang & Yeung (2013), the above picture depicts the overall 
domestically produced products and also the exported goods and products 
comparatively and it seems that the market is producing more than 
exporting in Hong Kong. This proves that there is a vast consumerism in 
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the country. The economy of Hong Kong has been developing recently in 
the last couple of years despite the financial recession that occurred 
globally in 2007/2008 (Jonung, Kiander & Vartia 2009). This makes Hong 
Kong a perfect stage for selling foreign manufactured products (Reuvid, 
2006). Hong Kong is a free port that does not collect any traditional tax as 
compared to China and has constrained extortion and other unnecessary 
business obligations. Its solid governing laws and regard for property 
rights make it a key market for many organizations, particularly small and 
medium-sized foreign firms, looking to sell their products, to pursue such 
visions. Hong Kong appreciates a high level of self-sufficiency, with the 
exception of its remote issues and resistance of local manufactures 
towards foreign-based companies. It has its own business orientations 
under internationally lawful business frameworks controlled by their own 
money and business models. The current Hong Kong market can be 
explained in an analogy as an open business foundation operating in 
different phases of strategic execution and/or planning (Jonung, Kiander & 
Vartia 2009).  
Hong Kong is home to an extensive number of business operators and 
working premier. Hong Kong firms are reluctant to work with foreign 
established exporters. Foreign (Finnish) firms can indicate a sense product 
superiority through marketing and advertising regarding achievement in 
the Hong Kong market by utilizing research in order to increase the sales 
of their products. They can also grow their sales volumes by giving their 
products Chinese names. They can also react rapidly to customers and 
meet important business guidelines and deadlines from consumers and 
importers. Additionally, Foreign (Finnish) firms can go to the market for 
direct understanding of the general economy and relationship building with 
their potential customers, therefore, increasing competition with the 
already operation Hong Kong firms (Jonung et al. 2009). 
From these background findings, it is easier to understand the good 
environment and business potential of Hong Kong for various products. 
Finnish organizations considering entering this market ought to 
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comprehend Hong Kong's quick paced business atmosphere. Business 
choices are made rapidly unlike Finnish businesses operators that have to 
plan and execute visions and goals strategically. Firms must react 
promptly to in Hong Kong given the high competition within it various 
market structure (Bricker & Donohoe 2015).  
Despite the fact that the general financial development in China is getting 
slower, the nutritional and food division continues developing (De & 
Duenas 2017). Continuous growth in the normal family unit’s livelihoods is 
enabling Chinese customers to spend more on food and nutrition. In the 
meantime, nutritional disappointments and food-oriented businesses have 
caused uncertainty and untrustworthiness with regard to food products 
produced locally. Sustenance security, fixings customer loyalty and 
honesty issues and the ever increasing need for high caliber of products 
are the key purposes behind Chinese people deciding on buying imported 
food and beverage products (Takhar-Lail & Ghorbani 2015). Foods 
produced in the Finnish countries (Finland) are likewise progressively 
picked when eating out at eateries, hotels, bistros and bars and Finnish 
exporters can begin with this particular market niche in Hong Kong 
(Shurtleff & Aoyagi 2015).  
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PICTURE 2. Buying of products in Hong Kong (De & Duenas 2017) 
The picture above (picture 2) depicts the different levels of Hong Kong’s 
affinity for foreign goods and products and Europe from where Finland is 
located, seems to have a considerably medium-sized export market share 
when compared with Asia Pacific countries and North America. This 
market difference can be filled with Finnish goods and products finding 
consumers customer markets in Hong Kong.   
Moreover, changes in coordinated chains; the quick development of 
convenience stores and online channels supports the interest for imported 
sustenance (Jonung et al. 2009). As imported foods and drinks stay as a 
materialistic trifle in China, they are likewise more than likely to be utilized 
as additional dispensable imports. This is one reason why marketing and 
advertising in Hong Kong and China evade invoking assumptions to 
buyers' preferences of the imperative importance of the local foods and 
beverages industry (The Economist 2015). Consequently, China will be 
the world's biggest customer of imported nourishment by 2018 according 
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to the Association of Food Industries. Right now, the biggest measure of 
foods, beverages and nutritional products imported to China originates 
from the European Union (De & Duenas 2017). This proves that there 
exists a niche for foods, beverages and nutritional products in Hong Kong 
that Finnish producers can take advantage of completely. 
It is imperative to note that with the quick market advancements of China, 
the interest for plastics has expanded significantly (The Economist 2015). 
Hong Kong is a noteworthy trading center for chemicals and plastics 
(Festel 2005). Plastics in essential and non-essential structures are the 
main products imported into Hong Kong and there are solid opportunities 
in this area (De & Duenas 2017).  
Finnish providers have a custom of business achievement in the Hong 
Kong consumer product market, especially on fabrics and clothes. With 
Hong Kong's GDP being the second most elevated in Asia, there is an 
expansive shopping and consumer-oriented society and customers from 
the lucrative Chinese market frequently visiting the Hong Kong market. 
Dresses, designer items, footwear and other body embroidery and 
endowments are in market segments that are viewed as key territories for 
Finnish producers to begin their businesses in Hong Kong (Shurtleff & 
Aoyagi 2015). 
The creative art industries are a necessity of the Hong Kong government 
and the society of consumers. Combined with its nearness to the wide 
market of Chinese creative arts that are currently looking for quality 
products and goods, the Hong Kong government and the society of 
consumers are becoming a notoriety in this business field. Hong Kong has 
a solid creative industry; with it’s mixing of eastern and western styles 
exceedingly respected over the area. The Finish arts products could fit in 
perfectly to fill this niche in Hong Kong (Huang & Yeung 2013). 
The financial downturn of 2007/2008 has influenced the Hong Kong 
banking sector negatively. Nonetheless, the resultant increment in 
business competition and rivalry has given openings to Finnish goods and 
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products and other regions an opportunity to invest their products in the 
Hong Kong economy (De & Duenas 2017). The potential of this market 
lies in rebuilding marketing premises, controlling hazardous business 
administrations, empowering business rebuilding for small and medium-
sized enterprises and general business restructuring according to existing 
frameworks, laws and regulations (Takhar-Lail & Ghorbani 2015). This is 
because Hong Kong looks to keep up its focused edge over its financial 
challenges. Therefore, the economy is open for foreign investors, like 
Finland, to market their services (products) in that market. Hong Kong is 
additionally an economic center for Chinese enterprises as they hope to 
raise their capital and assets with access to the Finnish financial services 
and products. This is mainly by funding and development of foreign private 
values diverted through the market (De & Duenas 2017).  
Hong Kong is, additionally, a business opportunity-driven haven for 
insurance services and products. It has the biggest number of Asian 
insurance organizations on the planet amassed within one city. With a 
framework that makes all of its business intentions and purposes duplicate 
international insurers, Hong Kong appreciates a solid association with the 
foreign insurance industry (Kapoor & Kulshrestha 2014). Hong Kong has 
an advanced market with a quickly growing business sector for versatile 
information innovation. Despite the fact that the versatile information 
sharing as a business market has achieved its full potential, there is 
speculation that additional versatile information sharing can commence 
different businesses in market segments such as advanced media, Mobile 
trade, IT and remote business applications in Hong Kong (Huang & Yeung 
2013).  
Hong Kong's social services are demonstrated on the National Health 
Service. Thus, the international community has in the past been involved 
with making health care products and services deliberations with Hong 
Kong. This is in regards to all ranges of human services, from clinical 
issues to organizational of health products and services in Hong Kong 
(pharmaceuticals and technology) (Huang & Yeung 2013). The Chinese 
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medical industry, therefore, is a tremendous potential market for 
international manufacturers. Hong Kong's association with China permits 
an exceptionally favorable position for the commercialization of Chinese 
homegrown medications and their integration with international entrants 
(The Economist 2015). There is likewise a solid interest in human services 
technologies and innovation in the Hong Kong environment. For Finnish 
producers in medicine, Hong Kong proves to be a potential market for their 
various products. 
2.3 Finnish Products’ Potential in the Hong Kong Market 
2.3.1 Food 
It is imperative to note that with a populace of more than one billion and 
assessed sustenance market volume of over a trillion euros, China has 
risen as the world's biggest buyer market for foods, beverages and 
nutritional products surpassing the United States (De & Duenas 2017).  
Despite the fact that the general economic development in China is 
becoming slower, the foods, beverages and nutritional products sector 
continues to develop (Starting business in Hong Kong guide 2009). 
Growth in normal family earnings is enabling Chinese customers to spend 
more on foods, beverages and nutritional products. In the meantime, 
disappointments in the local foods, beverages and nutritional products 
have harmed certainty and trust. Foreign made foods, beverages and 
nutritional products stay as a materialistic trifle in China but are being 
welcomed in Hong Kong as they are preferred over locally produced foods 
and beverages (Shurtleff & Aoyagi 2015).  
Shurtleff and Aoyagi (2015) state that China has an expanding interest in 
dairy, protein, and meat products. Particularly in dairy, pasta sauces, 
mixed refreshments, meat products, gluten-free pasta, and brew 
additionally, top of the line sweets and chocolate, pre-packed bread rolls, 
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breakfast oat, snacks, espresso and infant sustenance are also in high 
demand in Hong Kong.  
Finnish foods, beverages and nutritional products have spotless and safe 
images in the marketing and advertising world in China (The Economist, 
2015). Moreover, Finnish food exports vary from the expansive European 
exporters like Italy and France. Finland has a focused market for food 
exports particularly in berries and their products, rye and oat products and 
in other food esteems including premium products. Assertively, Finnish 
foods, beverages and nutritional products have a high market and success 
potential in Hong Kong (Shurtleff & Aoyagi 2015).  
2.3.2 HealthCare  
China's population grouped in the ‘upper-half payments’ groups are 
expected to increase from about 7% of the entire populace in the last 
couple of years to 20% in 2030 (De & Duenas 2017). People receiving a 
high pay, overage above €30,000) will represent close to 15% of populace 
within the same period. Rising extra cash and an extending working class 
will see a more prominent use of healthcare, specifically on adult care. 
Expected healthcare spending comes to about 10 trillion Yuan in 2020 and 
15 trillion ten years later (De & Duenas 2017).  
According to De & Duenas (2017), the changes in the ways of life have 
prompted new kinds of health segmentation in China. Around 30% of 
Chinese youth population will be overweight or corpulent by 2030. 
Moreover, there are roughly half a trillion pre-diabetic Chinese individuals. 
Therefore, the health and wellbeing industry is growing and it is required to 
achieve a market share of close €70 billion by 2020 (Bricker & Donohoe 
2015).  
China's healthcare market is projected to grow to €100 by 2020 because 
of computerized and tech-savvy plans in healthcare progressed by 
healthcare innovations (De & Duenas 2017). The greater part of web 
clients will utilize cell phones to get to computerized health care systems. 
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Tech appropriation is most common among China's childhood; with close 
to 80% of web clients being below 40 years of age or even more youthful 
in stature (Huang & Yeung 2013).  
The vulnerability of a specialists' mastery, the framework's efficiencies, 
nature of medicines, and time spent for healthcare have influenced 
Chinese patients to become discontent with local healthcare products and 
services (The Economist 2015). Incorporated and more advanced plans 
and systems are probably going to enhance the administration level, 
upgrade trust among patients and encourage correspondence among 
experts. Julian (2014) states that private healing centers are seeing a 
plenitude of venture by having more people visit them on a daily basis. 
Because patients are met with the expanded eagerness to grasp remote 
technology from physicians coupled with lower bureaucratic hindrances, 
capacity to spend time with patients and enhanced efficacy making private 
doctor's facilities offer business to business opportunities (Tong & Fong 
2014). China's tech organizations associated with healthcare are 
reasonable centers for Finnish organizations as they commonly have 
extensive money stores and they are more open to outside advances.  
Telemedicine stages have added to the availability and productivity of 
China's healthcare. Nonetheless, there are as yet a noteworthy potential in 
advanced health. Exact analysis and customized healthcare through huge 
information are probably going to end up plainly more noticeable later on, 
as three advanced national databases are being set up. Sharing records 
and data over China's layered healthcare framework still should be 
completely created, and help from experienced organizations is welcome 
(De & Duenas 2017).  
Systems and services from outside, for the elderly, focusing on doctor's 
facilities, and the cooperation of health specialist or experts will probably 
indicate higher potential in the Hong Kong medical sectors (Tong & Fong 
2014). As care homes for the elderly are winding up being more 
acknowledged, there is a market requirement for care experts. 
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Additionally, the products’ production procedures and technological 
systems in these homes are needed. 
From the discoveries on the nature of the Chinese and Hong Kong health 
frameworks, there are opportunities for Finish and other foreign products 
in that market. More so, Finnish manufacturers of pharmaceuticals, 
medical supplies, medical technology developers and health experts 
should seize the opportunity and enter the Hong Kong medical industry. 
The products and services will find a ready market in the Hong Kong city 
(De & Duenas 2017).  
2.3.3 Housewares Industry in Hong Kong  
Hong Kong is a renowned global sourcing place for housewares items, 
including silverware, kitchenware, non-electric household cooking/warming 
apparatuses and clean product made of an immense assortment of 
materials. Monster retailers, who have greater bartering power than 
providers, command the retail scene in abroad markets. The retail push 
hard at low costs, bringing about a continuous pattern of outsourcing 
creation to minimal effort territories, including the Chinese territory 
(Shurtleff & Aoyagi 2015).  
Hong Kong is a notable worldwide sourcing place for housewares items. 
The business itself covers an extensive large variety of items including 
flatware, kitchenware, non-electric household cooking/warming 
apparatuses and sterile product which are made of a variety of materials, 
for example, earthenware, metal, glass, paper, plastic, porcelain and 
China (Festel 2005). Organizations in the field of metal cookware and 
kitchenware give an exhaustive choice of items. Stainless steel is the most 
normally utilized material because of its sturdiness. Aluminum-made 
cookware is likewise accessible, with porcelain-enameled outside and the 
inside covered with non-stick material (Tong & Fong 2014).  
There is a market segment in the Hong Kong market that concentrates on 
plastic-products, including flatware, kitchen utensils, water pots, junk 
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containers and restroom adornments. The greater part of this market 
segment is the presence of little to medium-sized organizations since the 
creation of plastic housewares, particularly the little plastic products, 
requires relatively less work, minimal use of expertise information and less 
capital need for this particular business venture (Festel 2005). Refined 
embellishment methods are relatively not required for molding of finished 
results (Huang & Yeung 2013). Nevertheless, some toy creators 
additionally take part in plastic housewares making as their sideline 
business which requires great mastery in molding of plastics (Festel, 
2005). In addition, the generation of bigger plastic housewares is 
commanded by a couple of vast producers in Hong Kong since mostly, 
capital is required for introducing substantial hardware into a large market 
such as Hong Kong (Tong & Fong 2014).  
Most Hong Kong housewares manufacturers operates on an OEM 
premise. Confronting increased rivalry from indigenous Chinese 
organizations and other Asian providers, Hong Kong producers are 
moving from OEM (Original Design Manufacturing) to ODM (Original 
Equipment Manufacturing). A couple of manufacturers pragmatically make 
and market their own brands under OBM (Jonung et al. 2009). A few 
manufactures apply further developed advancements in the generation of 
new manufacturing models, frameworks and procedures, for example, 
gas-helped and infusion pressure shaping is utilized and employed in 
plastic housewares creations. More assets are utilized as a part of item 
outline and keeping up item quality to build the aggressiveness of Hong 
Kong items (Festel 2005).  
Julian (2014) states that under the Chinese mainland and Hong Kong 
agreements, the business conglomerates through agreements control 
most of the Hong Kong business market segments, including major 
segments such as housewares producers and the levy free healthcare 
market. Housewares products made in Hong Kong are liable to imposition 
of levy rates of up to 25% when entering the Chinese territory (Huang & 
Yeung 2013).  
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The declared standards of housewares items are mandatory to be 
adhered to in Hong Kong and companies have to meet standards of CEPA 
before they engage in business and earn profits. Foreign companies, 
organizations and firms are also duty inclined to follow the rules and 
regulations concerning standards of housewares and Finnish companies 
will have to follow suit. There are other differentiated standards that are 
essentially enforced in China and applicable in Hong Kong like the current 
principles administering Hong Kong's fares of housewares items, requiring 
the execution of particular assembling forms in Hong Kong, which Finnish 
producers, companies, manufacturers, firms and other sellers will need to 
consider (Takhar-Lail & Ghorbani 2015).  
The utilization of consumer appealing and purpose-friendly housewares 
being reinvented for the purpose of meeting and influencing different 
consumers' patterns, preferences and purchasing intentions has turned 
into key patterns in home plans that have created a distinct market 
segment in Hong Kong. For example, from light and pale to rich and neon 
retro green tones, housewares items are frequently used to make a 
characteristic vibe and aura in Hong Kong homes. Other brilliant and 
present-day hues, for example, pink, purple and orange are additionally 
prevalent for lighting up kitchenware and housewares items (Bricker & 
Donohoe 2015). This is a strategic market maneuver given that Hong 
Kong is entrenched in its culture that influences consumers greatly. 
Reacting to this pattern, Finnish providers are enthusiastic about making 
interesting and present-day reinventions of kitchenware and housewares’ 
stylistic layouts and embroidery, brightening textures on items such as 
utensils, light shades and kitchenware (plates, trays, cups and kitchen 
towels) on Chinese culture-oriented kitchenware and housewares items. 
Recent years of foreign companies and manufacturers have increased 
new items with different styles that can equally serve the consumer market 
in Hong Kong based on newly crafted plans comprising multi-useful and 
user-friendly attributes with creative highlights. In the housewares 
department, cases of these items incorporate an arrangement of blade 
24 
 
hinders with lids, cleanliness boosting air ventilation machines in their 
bases, and water containers with in-manufactured channels that give a 
decent answer for the arrangement of value drinking water. In addition, 
tech companies and contraptions have begun to enter the kitchenware 
business as part of housewares manufacturing. For instance, some 
kitchenware heating items would now be able to be associated with iPad 
applications, which would give directions on how to use the new items 
instead of written manuals (Takhar-Lail & Ghorbani 2015). Finnish 
companies can utilize such innovations while considering entering the 
Hong Kong market.  
Finnish manufacturers and producers can try to get more cognizant of the 
Hong Kong market segments and focus on the easier ones first. For 
instance, eating more beneficial and foreign influenced foods is a common 
trend in Hong Kong currently. Kitchen instruments that assist with cooking 
such meals can be introduced in the market together with their modified 
Finnish influences so as to create and maintain these new consumer 
market segments. For instance, Hong Kong customers are inclined toward 
beautifully crafted and embroidered cookware and kitchenware with a non-
stick surfaces that possess elements of the Chinese culture and few 
elements from foreign embroidery crafted on these items. Steamers and 
houseware skillets, which require less oil for cooking, are increasing in the 
current Hong Kong market (Shurtleff & Aoyagi 2015).  
In Hong Kong, housewares competition is intense and fewer individuals 
buy premium clay and porcelain items at cheaper prices for their own 
personalized utilization. This depicts a market segment that can be 
capitalized and expanded since shoppers have turned out to be more 
aware of new items on their market premises. Hong Kong buyers are 
purchasing more green-oriented houseware items due to environmental 
friendly global initiatives while makers and manufacturers have likewise 
understood the capability of cost investment funds for their raw materials 
(Tong & Fong 2014). 
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2.3.4 Wood and Pulp 
Finland is a nation with vast wood assets. Representing one-fifth of 
Finland's wood product market, the Finnish woodland industry has grown 
exceptionally well. In Finland, there are some of the world's biggest woods 
product organizations and one of Europe's biggest backwoods ongoing 
industry activities. As a major aspect of the Metsäliitto's center business, 
Finnforest has been the greatest wood items industry company in Europe 
(Jonung et al. 2009). Finnish organizations have been exceptionally 
dynamic in the Chinese paper items industry showcasing events; the three 
players being UPM, Stora Enso and Metso Paper, which are all very 
competitive against the Chinese mash and paper industry.  
Changshu Mill is China's biggest maker of uncoated fine paper (Bricker & 
Donohoe, 2015). Stora Enso constructed one of the China's biggest 
covered fine paper processes in the 1990s and set up a joint wander with 
Shandong Huatai Paper to deliver super calendared magazine paper. 
Now, the organization is occupied with securing fiber supply by extending 
its 70,000 hectares of estates in southern China. Metso Paper is the main 
provider of paper apparatus in China and it’s totally computerized with 
mash productions and paper generation forms that has seen an 
exceptional growth coupled with a showcasing competitive-edge in China 
(De & Duenas 2017).  
Notably, Hong Kong has organizations that have practical experience in 
mid-size paper and board machines. In the Chinese wood items 
showcase, Finnish organizations started its fare endeavors in China in the 
mid-1990s (Bricker & Donohoe 2015). UPM and Finnforest opened their 
business workplaces in Shanghai, while Stora Enso opened its business 
office in Hong Kong. In any case, Finnish fares of wood items in China at 
first were exceptionally restricted. By differentiating their products and 
identification of new market segments that were unlikely to unfairly 
compete with local Chinese companies, Finnish companies were allowed 
to introduce their paper and wood products in China. Metso Corporation's 
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another business territory called Metso Mineral has been conveying 
propelled machines and types of gear to the Chinese development, 
lodging, and framework showcase was able to start collaborating with 
foreign companies with sharing interests (Reuvid 2006).  
China's growing need in wood items attracts foreign-based companies and 
organizations within the same backwoods business ventures to put 
resources into China so that there will be a satisfaction for consumers who 
purchases products made of wood manufactured from crude wood 
materials and Chinese ranches so as to meet the expanding local and 
worldwide interest for wood items. RISI, the main data supplier for the 
worldwide woodland items industry, anticipated that China's interest of 
sawnwood would be more than 50 million wood units by 2020 (Shurtleff & 
Aoyagi 2015). Food and Agriculture Organization of the United Nations 
has identified China's capacity to expand its shares of value-added wood 
items, for example, plywood and wooden furniture. The crude wood 
material accessibility is an utmost for the improvement of China's wood 
products and wooden items as a collective industry.  
Notably, all these will open up new doors and present market possibilities 
for Finnish woods industry organizations. For example, China has 
extensive possibilities for setting up new ranches to build its mechanical 
round wood supply centers and in the same manner, help the residential 
assembling small and medium-sized companies to make their wood items. 
China would be a promising potential market for Finnish sawn wood and a 
business opportunity for presenting propelled creation office wooden 
products and specialized types of wooden gear material from Finnish’s 
backwoods industry, which can be sold in the Hong Kong market (Jonung 
et al. 2009). However, the competition against Finnish wood products in 
Chinese’s wood industry is immense as the US and Russia are two great 
competitors within this same market in China and they have for quite some 
time been currently expanding resources and business ventures in Hong 
Kong.  
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2.3.5 Bio Products 
Asia, with copious business prospects, will turn into another vital market 
for the normal and natural bio manufactures from Finland. Hong Kong is a 
perfect stage for Finnish bio manufactures to enter the prospective 
territorial market. The market, as Julian (2014) states, is practically 
untouched by Finnish bio manufactures who are still yet to initiate their 
entry into the Hong Kong market. This is the correct time to venture, on the 
grounds that the patterns for natural and clean nourishment bio products 
are having a market surge in Asia  
Hong Kong is among the leader bio products markets in Asia and it has a 
global business orientated filed for manufactures, producers, sellers and 
marketers who are perpetually endeavoring new things different from even 
their countries of origin. Additionally, Hong Kong has always been viewed 
as a business route entryway into China. Hong Kong was a trailblazer in 
some different urban areas in Asia. Market experts are certain that the 
normal and natural bio products from Finland will have the capacity to fulfill 
the Asian consumers' bio-product needs (De & Duenas 2017).  
Finnish bio manufactures are perfect when it comes to offering bio 
products that will meet the international standards. Finland has the purest 
water on the planet and that is the main bio component that is utilized. In 
addition, the ground in Finland gets solidified each year (due to weather 
seasonality) so the microorganisms that affect bio raw materials are non-
existent. Implying that less vermin or toxic substances affect their bio 
products in their manufacturing facilities, which is a profound way to 
eliminate microbes that would be utilized in manufacturing bio products 
making bio-sustenance cleaner and natural. In addition, Finnish bio 
products are unique since it originates from the country making it 
extraordinarily exotic in foreign countries. Asians are experimenting with 
exotic bio products and are anxious to get accustomed with distinctive 
Finnish bio products that have already been marketed Hong Kong due to 
the availability of the internet (Jonung et al. 2009). 
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2.3.6 Air Purifiers and Electrical Products 
Air purifiers have enormous market potential in China due to modern 
improvements and the fact that these products lack natural contamination 
and air quality problems and are do not have crumbling issues that are 
progressively common complaints with regard to other air purifiers and 
electronic products (Shurtleff & Aoyagi 2015). In the last three to four 
years, the Chinese administration has given careful consideration to air 
quality issues and the overall national pollution problem, which has 
brought higher attention to air quality. As the legislature isn't especially 
fruitful with overseeing outside air quality right now, Hong Kong natives are 
trying to discover new approaches to enhance indoor air quality 
independent others (De & Duenas 2017). Finnish air purifier manufactures 
can take advantage of this market.  
As the economy grows, individuals have a higher consciousness of 
ecological matters especially the issue with pollution in China and will have 
an expanding interest for good air decontaminating products, which 
comprise air purifiers, and electrical products. In this way, air purifiers are 
bound to turn into the fifth most looked for after home apparatus in China 
after ventilation systems, iceboxes, clothes washers, and TVs (Tong & 
Fong 2014).  
However, responsibility for purifiers in China is still low, with just 10% of 
the populace evaluated to have purchased an air purifier that has a 70% of 
being defective in a two-year period. Responsibility for purifiers is higher in 
first-level urban areas around Hong Kong revolving in residences with 
more high-salaried consumers and top of the line purchasers (Tong & 
Fong 2014). Individuals purchasing air purifiers are normally the 
individuals who need personal satisfaction and henceforth give careful 
consideration to air purifiers and electrical products and how these 
products enhance their air quality. Analysts expect increasingly large 
numbers of customers to purchase air purifiers consistently, particularly in 
huge urban communities (The Economist 2015).  
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Julian (2014) states that throughout the years, there has not been much 
change in the quantity of air purifier brands, with around 19 dynamics in 
the China showcasing events, including Boneco from Switzerland, Philips 
from Holland, alongside Panasonic and Sharp from Japan. Most of the 
dynamic brands are coming basically from European nations that have 
been industrialized for a long time (Taylor et al 2009).  
Hong Kong shoppers have more trust in outside brands, mostly in light of 
viability and durability of these products on the grounds that remote 
innovation is more developed and quality is better. The overall industry of 
indigenous Chinese brands is not high since purchasers do not have 
adequate comprehension of air purifiers and require manuals or user-
friendly products where execution is very straightforward which leads 
consumers to assume that the more costly an air purifier, the better it in 
terms of ease of usage (Julian 2014).  
Finnish producers can introduce air purifiers, which consolidate the 
elements of an aeration cooling system, with controlled mechanical 
ventilation frameworks and easier air dissemination elements, which have 
sanitization additives. For instance, air purifier products that can diffuse 
flavored moisture into the air while they are operating. In addition, well 
known to produce products with low upkeep costs, Finnish manufacturers 
have electronic products with better vitality, effectiveness, and naturally 
environmentally friendly end products. These are likely to be welcomed in 
Hong Kong due to the recent surge promoting products and goods that 
bear elements of ‘earth benevolence’ meaning that they must not 
contribute to air pollution. Purchasers in Hong Kong are starting to request 
customized products so as to guarantee product longevity (Julian 2014).  
At the point when buyers are purchasing an air purifier, the main things 
they investigate is voltage distribution according to internationally 
accorded proportions and power utilization, and most importantly its ozone 
content for purposes of impending environmental pollution. In picking air 
purifiers, Hong Kong customers regularly begin by observing the brand, 
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and afterward go over the data provided, for example, checking Finnish 
products’ proficient accreditations and comparing the data with other 
Scandinavian products before settling on their choice. Yet, toward the 
day's end, they will construct their choice with respect to the brand, 
maker’s advancements and recommendations that has been promoted 
through marketing (De & Duenas 2017).  
2.4 Wine 
The wine industry in Hong Kong is bolstered by a huge pool of fine wine 
dealers, with great experience in wine learning and worldwide wine trade 
understanding. Other than wine trading and circulation, wine-related 
business incorporates closeout joints, retailing, warehousing, providing 
food and transportation services together with the wine selling etc. (Huang 
& Yeung 2013).  
Since the determination of all obligations related traditions and regulatory 
in the wine industry in China, Hong Kong has additionally removed foreign 
restrictions on wine trade. Hong Kong is now in concurrence with the 
terrain of the Chinese Government, permitting the imports of wine into 
China and less restrictive traditions help strengthens the wine trade 
measures (Tong & Fong 2014). 
Hong Kong has a huge pool of fine wine vendors with great wine 
information and worldwide wine trade business knowledge. In the midst of 
the developing interest for wine in China, the government of Hong Kong 
expelled all obligations related to traditions and culture-oriented 
authoritative controls for wine businesses to encourage the advancement 
of Hong Kong as a wine trading and dispersion place for the area, 
especially the Chinese markets (De & Duenas 2017). Other than wine 
trading and appropriation, wine-related business incorporates sell-offs, 
retailing, warehousing of wine and wine products. 
The improvement of the wine business in Hong Kong is increasing. 
Imports of wine surged around 75% in the main year in 2015 (De & 
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Duenas 2017). As indicated by Julian (2014), around 900 new wine-
related organizations were set up in Hong Kong, bringing the total 
aggregate to 4000; the wine products business in general picked up to 
about $7.5 billion worth of business receipts for wine and its products 
registering an expansion of more than 40%. In addition, the quantity of 
workers occupied with wine-related business expanded by more than 
8,000, projected to be approximately 50,000 before the end of 2016. This 
expansion is at work and is responsible for around 1,500 employed 
people, 55% of which are under government wine industry workers who 
offer cutting edge wine products (De & Duenas 2017).  
Hong Kong has gone into a partnership deal with the Chinese mainland 
territorial government permitting wine imports to go into China even from 
foreign-based companies and organizations (Taylor et al 2009). This 
makes Hong Kong an unrivaled passage to China’s large wine market, 
pulling in industry bigwigs from around the globe to dispatch or extend 
their wine business activities in Hong Kong (Taylor et al 2009). Hong 
Kong, being a levy free port with great air network and storerooms, is 
viewed by Asian financial specialists as the savviest and most 
advantageous business port and a global conveyance center point for 
wines on an international level business sector (Tong & Fong 2014). 
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3 METHODOLOGY 
3.1 Introduction 
The main objective of this research study is to answer the proposed 
inquiry and to maintain a strategic distance from research-related 
constraints. The research study examination concentrated on specific 
contextual investigations to give information which may have significant 
administrative ramifications for Finnish products in Hong Kong. Qualitative 
research was used as it concentrates on the functional utilization of 
thoughts with reference to respondents and genuinely tests them in 
human experience by discovering connection amongst theory and practice 
(Creswell 2009). The deductive research strategy is utilized to recognize 
factors and drive the key thoughts through the entire thesis. 
3.2 Research Design 
This research study utilized the deductive design. Deductive research 
design operates on the premises that a hypothesis is imperative to be 
developed so that a research strategy can be advanced to test the 
hypothesis (Long et al. 2000). The hypothesis can be particular idea that is 
developed into a general idea (Saunders, Lewis & Thornhill 2015). The 
deductive research design is developed around the understanding that 
there is an affinity for Finnish goods in Hong Kong due to the European 
particular Scandinavian goods and products already being sold in Hong 
Kong.  
Therefore, there is a chance that there exists an affinity for Finnish goods 
also and the probability of a market niche is plausible. The data 
aggregated from the research conducted was utilized to ascertain the 
theory that there might be a market niche for Finnish goods and products 
in Hong Kong market. This is the general idea of Hong Kong being a 
market destination for other European products. Deductive reasoning has 
operated under this theme and utilized in advancing this research study.  
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3.3 Research Approach 
A qualitative research as a research methodology approach was utilized to 
gather primary data due to the fact responses from the research 
participants are narrative and require a sincere reply to the questions 
offered in the questionnaire (see Appendix). This examination depends on 
an investigative procedure that utilized online reviews (surveys) as 
research tools for purposes of collection of data/information. Furthermore, 
the questions used in this research inquiry were open-ended and revolved 
around checking the feasibility of the Hong Kong market and the market’s 
possibility of accommodating goods and products from Finland.   
The online issuing of the questionnaire to consumers in Hong Kong 
inquired of the general demand regarding how individuals felt on whether 
there is a specialty for Finnish products in the Hong Kong market, 
especially products from Finland in Hong Kong. Online distribution of 
questionnaires as qualitative inquiry offers a chance for honest and more 
sincere responses from research participants due to the anonymity aspect 
of the process which is imperative for collection of credible, valid and 
reliable data (Saunders et al. 2015). 
In addition, a secondary research data collection procedure was utilized 
which comprises acquiring information from credible online sources and 
academic library sources majorly composed of articles and journals that 
are peer-reviewed. The web information was also gathered from online 
business diaries, eBooks, and Asian articles with ample information of the 
Hong Kong market with relation to Finnish merchandise. These secondary 
data materials offer credible data since most are researchers published 
from renowned international and academic oriented publishing houses 
(Creswell, 2013; Saunders & Thornhill 2009). The information from 
credible online sources and academic library sources offered information 
as to whether there is a niche for Finnish products, particularly those from 
Finland, in the Hong Kong market.  
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3.4 Population Sampling 
Research participants were selected randomly from the various online 
databases, social media networks and among business that are 
particularly common for Hong-Kong based traders and consumers in 
China within and around Hong Kong. 100 research participants were 
picked online from a population of 600 people (traders and consumers in 
Hong Kong) who volunteered to take part in the research process. The 
respondents were for the most part advertisers and entrepreneurs with 
organizations with affiliations to the Hong Kong Market. The research 
participants were picked at Hong Kong business locales like LinkedIn 
where there is a high probability of finding a substantial number of 
merchants and advertisers from Hong Kong and with various foundations 
and jobs.  
LinkedIn was utilized to primarily recognize the advertisers and business 
people in Hong with relation to their profiles. They were reached secretly 
and the individuals who acknowledged participating in the review were 
requested their email addresses. A survey questionnaire (Check 
Appendix) was sent to them and a note requesting to send it back once 
the research participants had completed it.  
3.5 Research Tools 
3.5.1 Online survey (The Questionaire) 
The research apportioned the surveys utilizing an online questionnaire 
which was the research tool utilized to collect the primary data. Research 
participants were willing to cooperate and were assured of confidentiality is 
they happened to offer private information which was a way of 
guaranteeing sincere answers. Information was collected through the 
surveys (online questionnaires) given out on the web. The research 
participants were required to answer the questions in the questionnaire. 
They were entrusted in giving their personal and pragmatic opinions, 
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beliefs and perspectives on whether there is a specialty for Finnish 
products, especially those from Finland, in the Hong Kong market as they 
answered each question.  
3.5.2 Secondary sources 
As explained earlier, a secondary research data collection procedure was 
also utilized which comprised of acquiring information from credible online 
sources and academic library sources majorly composed of articles and 
journals that are peer-reviewed. The web information was also gathered 
from online business diaries, eBooks, and Asian articles with ample 
information of the Hong Kong market with relation to Finnish merchandise. 
These secondary data materials offer credible data since most are 
researchers published from renowned international and academic oriented 
publishing houses (Creswell, 2013; Saunders & Thornhill 2009).  
3.6 Data Analysis Methods 
As the data used were from various regions in Hong Kong, a thematic 
analysis was applied based on the various questions asked and also in 
consideration of the research questions which were narrowed according to 
the aims, goals and objectives of the research study. A thematic analysis 
procedure was used to distinguish unnecessary information (digression 
from the questions asked) and consolidate information that was of 
importance from each data source that was offered by the 100 research 
participants. A thematic analysis was an effective way of analyzing the 
data since the questions were based on various themes which is a sure 
way of presenting qualitative primary data effectively (Long et al. 2000; 
Miller 1986). 
3.7 Ethical Considerations and Confidentiality 
Before the questionnaires were passed out the research participants were 
asked to sign a confidentiality agreement which protected their online 
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privacy. This ensured that they were not exploited in any way and that 
their responses were assured of privacy.  The respondents were made 
aware that their identities would not be revealed to anyone. This is an 
effective means of ensuring that the responses that are given are honest 
and sincere due to the confidence instilled in the research participants. 
This goes a long way in guaranteeing research validity, reliability and also 
research credibility (Miller 1986). Additionally, they were instructed that 
they could pull out of the meeting at any point. In addition, to ensure 
confidentiality, the data accumulated from the study was safely kept in a 
secured place. This was based on the recommendations of Creswell which 
ensures that there is no research bias which can undermine the primary 
data collection methods (Creswell 2013). 
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4 DATA ANALYSIS AND DISCUSSION 
4.1 Analysis of Qualitative Primary Data 
The online survey asked research participants whether there is a niche for 
Finnish products, in Hong Kong with several questions that were 
thematically analyzed. The research participants were mostly marketers, 
sellers, consumers and entrepreneurs with organizations, companies, 
manufacturing firms and small and medium-sized enterprises with 
affiliations to the Hong Kong Market consumer market. Majority of the 
research participants were contacted from LinkedIn.  
Responses from the 100 online research participants were analyzed and 
presented in charts and figures. As the data used was from various sites 
and web-based business-oriented online platforms used for information 
gathering, a thematic analysis was finalized. Thematic analysis is used to 
distinguish and discuss the information that was of importance in each 
data source (respondents and literature review) that was investigated. 
There was data from the survey that was done and the information 
contained in the secondary information sources which when crossed 
references and comparatively analyzed, this information was able to 
determine whether there is a market niche of Finnish products, especially 
those from Finland, in Hong Kong.  
The online surveys' findings of primary data, was analyzed against 
information from the secondary data sources which was also used to 
collect data. This double system was essential since it solidified the 
qualitative methods employed so that there was enough data for analysis 
in order to avoid research bias. The results were combined with related 
secondary data, as relevant literature is occasionally needed in order to 
make a comprehensive analysis for the purpose of fulfilling the objectives 
most qualitative research studies (Creswell 2013). 
38 
 
4.2 Findings 
4.2.1 Is there a niche for Finnish products in Hong Kong markets? 
FIGURE 2. Responses to whether there is a niche for Finnish Products in 
Hong Kong 
From the research, it is noted that 55% of the respondents (marketers and 
entrepreneurs with organizations with affiliations to the Hong Kong Market) 
believe that Hong Kong offers a niche for Finnish products. A further 32 % 
disagree asserting that there is no significant niche for Finnish products in 
the Hong Kong market but most goods are imported from several 
Scandinavian countries. There were a number of respondents (13 %) who 
were not sure whether there is a niche for Finnish products in the Hong 
Kong market. These primary data results are as depicted above (figure 2).  
Theme 1: There is a niche for Finnish Products (from secondary data) 
Hong Kong has an enormous local and also foreign-based Chinese 
residential market. Notably, with a dynamic and open trading environment 
and its valid trade associations with reference to numerous foreign 
nations, Hong Kong is viewed as a strong trading center (Taylor et al 
2009). Hong Kong's business language is English and its legal system is 
Yes
55 %No
32 %
Not Sure
13 %
Is there a Niche for Finnish products in 
HK?
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likened to being tolerant and welcoming to foreign business ventures when 
compared to Scandinavian nations to which Finland is a member (De and 
Duenas 2017; Petruzzellis & Winer 2016). Therefore, setting up a 
business in Hong Kong is in a general sense the same as working in any 
of these nations (The Economist 2015). Government ventures are 
promoted, a strong correspondence between the established businesses 
and those that are new and fledging is encouraged with lucrative 
strategies that most organizations in Hong Kong would enjoy while setting 
up business or offering their goods, services and products (Reuvid 2006).  
Hong Kong is a close business partner with Chinese firms embracing and 
welcoming Chinese locals and whatever remains of the world. Hong Kong 
is a regional destination for most Asian products, with around a million 
tons of freight and millions of business voyagers visiting its transport 
terminals. This makes Hong Kong a huge market for products from foreign 
administrations from all around the globe (De & Duenas 2017). 
The economy of Hong Kong has been growing tolerably over the most 
recent few years in spite of the frail and uneven economic subsidence. 
This makes Hong Kong an ideal stage for offering one's products (Reuvid, 
2006). Hong Kong is a free port that does not gather any customs impose 
and has compelled extricate commitments. Its strong administering laws 
and respect for property rights make it a key stage for some associations, 
especially little and medium-sized firms, hoping to offer their products 
(Tong & Fong 2014). 
4.2.2 What Product Market(s) has the best potential for Finnish 
Products? 
From primary data findings (acquired from the online survey), there are 
several sectors that have a potential for Finnish products in Hong Kong 
according to the responses from the research respondents. These are the 
wine (10%), banking and insurance (25%), IT (15%), foods (19%), plastics 
(19%), wood (negligible), creative arts fashion and design (also negligible). 
40 
 
Others that were of negligible significance, according to the respondents 
are the medical and electronics fields. These primary data results are as 
depicted below (figure 3).  
 
FIGURE 3. Responses on market in Hong Kong with the most potential for 
Finnish products 
Theme 2: Wine, banking and insurance, IT, foods, plastics (housewares 
and kitchenware) are the best potential for Finnish products (from 
secondary data) 
One can understand the good environment and business potential of Hong 
Kong for various products. Finnish organizations considering entering this 
market ought to comprehend Hong Kong's quick paced business 
atmosphere (Takhar-Lail & Ghorbani 2015). Business choices are made 
rapidly. Firms must react promptly to request or hazard losing chances to 
foreign-based companies that happen to be quick contenders. Hong Kong 
has an advanced market with a quickly growing business sector for 
versatile information innovation. Beginning with the banking and insurance 
market sector, IT, foods, plastics (housewares and kitchenware) and the 
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wine industries are market that can be considered by Finnish companies 
to commence trade in Hong Kong (Petruzzellis & Winer 2016). 
For Finnish producers in the medical industry, Hong Kong proves to be a 
potential market for their various products (Bricker & Donohoe 2015). 
Hong Kong is a business opportunity haven for insurance services and 
products. It has the biggest number of Asian Insurance organizations on 
the planet amassed in the city. Finnish companies can take advantage of 
the potential of this market that lies in rebuilding, hazard administration, 
business rebuilding and general business wellbeing checks. This is 
because Hong Kong looks to keep up its focused edge over its financial 
challenges. Therefore, the economy is open for foreign investors, like 
Finland to market their services (products) in that market (Julia, 2014). 
Hong Kong has a solid creative industry, with it’s mixing of eastern and 
western styles exceedingly respected over the area that Finland can be 
interested in and expand later on. The Finish arts products could fit in 
perfectly to fill this niche in Hong Kong. There is an expansive shopping 
society and customers from the lucrative Chinese market frequently 
visiting the market. Dresses, designer items, footwear and the 
endowment's market are viewed as key territories for Finnish producers 
keen on beginning a business in Hong Kong (De & Duenas 2017). 
4.2.3 What are the factors that influence market success of Finnish 
products into Hong Kong? 
From the survey findings, it can be seen that entry of Finnish goods into 
the Hong Kong market is influenced by several factors. 31% of 
respondents cited economic factors in HK, 30% the population and market 
size in Hong Kong for their products and 14 % cited infrastructure as 
factors that could influence the entry of new Finnish products into the 
Hong Kong market. A further 15 % and 10 % of the respondents cited 
local policies and laws and labor availability and costs as some of the main 
factors they saw could influence the entry of new Finnish products into the 
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Hong Kong market. Some of these factors are as depicted below (figure 
4).  
 
FIGURE 4. Factors that influence market entry of Finnish products into 
Hong Kong 
Theme 3: Factors that make Hong Kong an ideal and potential market for 
Finnish products (from secondary sources) 
There are factors that may promise even the smallest plausibility of a 
market niche for Finnish products from Finland in the Hong Kong market. 
These components must be considered since there is enormous decent 
variety and variations in business and universal trade between Hong Kong 
and Finland (Tong & Fong 2014). This is for culture and financial matters 
which Finnish companies can take steps to have a successful endeavor 
for their products in Hong Kong if they engage in legitimate business 
activities.  
Hong Kong's economic prospects depend on having the capacity to keep 
up aggressiveness and pertinence as a noteworthy business attributes on 
the part of Finnish companies that aspire to sell their products and goods 
in Hong Kong (The Economist 2015). Hong is already a place for the trade 
of products, transport and coordination, proficient administrations, 
31 %
14 %
15 %
10 %
30 %
Factors that influence market entry of 
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interchanges, and tourism and it is upon Finnish firms and companies to 
consider factors such as its culture, political atmosphere, business rules 
and regulations and also its affinity for certain products more than others 
(De & Duenas 2017; Bricker & Donohoe 2015).   
4.2.4 What are the factors that influence market success of Finnish 
products into Hong Kong? 
From the findings of the online survey, the primary data was able to show 
that it is evident that the success of Finnish goods in the Hong Kong 
market is influenced by several differentiating factors. 25% of research 
participants cited economic factors in Hong Kong, 30% cited the 
population and market size of Hong Kong and 16% cited infrastructure as 
factors that could influence the success of new Finnish products in the 
Hong Kong market. A further 15% and 14% of the research participants 
cited local policies and laws and labor availability respectively while 
insisting that low business operating costs as other main factors they saw 
could influence the success of new Finnish products into the Hong Kong 
market. Some of these factors, that influence market success of Finnish 
products in Hong Kong are as depicted below (figure 5).  
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FIGURE 5. Factors that influence market success of Finnish products into 
Hong Kong 
Theme 3: Factors that influence market success of Finnish products into 
Hong Kong (from secondary sources) 
It is essential to examine the market potential for various products that can 
and are created in Finland and whether matters identifying with business 
rehearse, culture, religion, government structures and furthermore global 
laws can ruin such a specialty for Finnish products, particularly from 
Finland, in Hong Kong (Takhar-Lail & Ghorbani 2015). This is on the 
grounds that from numerous economic and business specialists, it is 
expected that by 2018 China will be the world's greatest client of imported 
products. These include different business prospects opening up and 
making Hong Kong appealing to foreign-based companies and 
organizations. Hong Kong is positioned as the world's most lucrative 
economy with reference to its position inside China (The Economist 2015).  
Hong Kong is a global place for trade. It has an open economy, 
empowering and facilitating commerce and business undertakings with 
negligible government restrictions. It has a basic tax collection structure 
with low rates of tax collection. The remote venture is welcomed in all 
businesses in Hong Kong. The Hong Kong dollar is pegged to the U.S. 
dollar (Bricker & Donohoe 2015).  
4.3 Research Discussion 
In the earlier years, the Hong Kong governing body has more than once 
detailed its commitment to working up the city as a potential destination for 
Finnish products. Starting now and into the foreseeable future, there has 
been an impressive measure of in the general Hong Kong market (De & 
Duenas 2017). 
Moreover, with two or three cases, by far most of the media has focused 
on the certification of Finnish products and goods adverting and 
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encouragement of business associations of Hong Kong with Finnish 
companies that portray substantive accomplishments. In addition, the 
administration of Hong Kong should be commended for continuing to 
reaffirm its commitment to making Hong Kong an approachable area for 
Finnish organizations (Tong & Fong 2014). Nevertheless, it remains too 
early to tell whether it will, in the long run, accomplish its target. Finnish 
companies also have bolstered different events both Finland and in Hong 
Kong to expose issues of the opportunities for Hong Kong so as to accept 
and trade with Hong Kong officially. 
This fused business joint effort between Hong Kong and Finland include 
factors such as regulation and harmonization of budgetary controls. The 
trading of appealing business deals, the headway of getting ready by 
Finnish companies and preparing programs by Hong Kong on 
partnerships, mergers or acquisitions which are depending on the 
assistance of talks between Hong Kong and Finland (Bricker & Donohoe, 
2015). Moreover, this mutual understanding aids the empowering of cross-
edge trades and new business premises and systems to reinforce 
Finland’s steady entry in the Hong Kong territory. There are other related 
exercises for encouraging the improvement of Finnish business 
undertakings in Hong Kong (Taylor 2014). There has, furthermore, been a 
number isolated yet imperative changes in the cash related things 
publicize in Hong Kong in the field of inter country trade.  
There are two or three factors that make Hong Kong a prospective market 
for Finnish products. To begin with, it is part of a conductor for market 
entry into China, which has a big consumer market. In addition, its present 
product markets are suitable for most European companies and 
corporations since it is operating as successively documented business 
cities such as London, Tokyo and New York (Shurtleff & Aoyagi 2015). In 
particular, Hong Kong can surpass these cities in selling and promotion of 
Finnish products since Finnish products are not sold in large amounts in 
other European capital markets (Tong & Fong 2014).  
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Hong Kong's relationship with the mainland of China, in any case, is truly 
intriguing and presents unprecedented business entryways for broadening 
business between it and Finland (Taylor 2014). It may end up being the 
ideal place for markets, entrepreneurs and Finnish foundations to look to 
Hong Kong markets, with a particular business objectives so as to beat 
any issues in the rapidly growing Hong Kong and Chinese economies so 
as to ensure their continued development with Hong Kong (Jonung et al., 
2009). 
China Daily (2015) indicates that it is expected that in the next few years, 
Hong Kong will continue building its establishment on a tremendous scale 
as it continues with its progress towards progression. In particular, Hong 
Kong should continue expanding its’ building and banking industries. 
Some of these establishment and essentialness assignments will be 
prepared for more foreign-based banking and financing. This is an area of 
high business prospects and high returns’ capacity in which Hong Kong 
specialists and banks are starting to comprehend (Jonung et al. 2009).  
Hong Kong is the primary communication center for the Pacific-Asia area. 
Private settled lines and family controlled broadband telecommunication 
passage rates have outperformed other telecommunications industries by 
90% and 80% respectively. Potential clients in Hong Kong are at right 
around 20 million. Hong Kong is one of the most cherished places on 
earth to cooperate and have huge business activities that are based on 
social affairs (Taylor 2014). 
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5 CONCLUSION AND RECOMMENDATION 
5.1 Conclusion 
Finnish marketers, manufacturers, firms, organizations and analysts could 
expect a significant market role in their visions and plans to expand trade 
in Hong Kong (De & Duenas 2017). Some business expansions 
particularly from Finland, are bound to require a huge consumer market 
with enthusiasm for new workplaces, products, and newly exotic goods so 
as to attract new consumers and maintain customers (Julian 2014). 
Generally, the benefactors of such endeavors in Finland are companies 
and organizations that will be able to connect both the foundations of the 
different products they procure and the customers of these products. With 
offers and tariffs balanced and welcoming in Hong Kong, Finnish products 
entry into Hong Kong could over the long haul be turned into a few billion 
through selectively Finnish-owned markets. 
Hong Kong could thrive as a potential destination for Finnish products 
(Tong & Fong 2014). A steady economic stage would supplement Hong 
Kong's present portfolio on international trade with regard to multinational 
corporations most of which also have businesses in Finland. From the 
survey results, there is significant demand for Finnish companies to trade 
their products with Hong Kong. There are some specific fields found to 
have great potential for goods originating from Finland. It was noted that 
many of the respondents (marketers and entrepreneurs within 
organizations with affiliations to the Hong Kong Market) believe that Hong 
Kong offers a niche for Finnish products.  
The sectors that have a potential for Finnish products in Hong Kong 
include wine, banking and insurance, IT, foods, plastics, wood, creative 
arts fashion and design (De & Duenas 2017; Festel 2005). Others that are 
of significance, according to the research participants are the medical and 
electronics fields. It can be seen that entry and success of Finnish goods 
into the Hong Kong market is influenced by several factors like the 
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population and market size, infrastructure local policies and laws and labor 
availability and costs. 
This study, therefore, was able to determine that there is a niche for 
Finnish products in Hong Kong. It also identified the Finnish markets that 
have the highest potential for selling their products in Hong Kong and 
factors that could affect the entry and success of the products in Hong 
Kong from Finland. 
5.2 Recommendations 
Despite the assurance of Hong Kong as a potential destination for Finnish 
products, Finnish companies face different challenges (Tong & Fong, 
2014). Various organizations continue being seen as a mere foreign-
based fascination in Hong Kong, where their products remain unattractive 
to the consumers due to lack of marketing. Budgetary specialists in Hong 
Kong have also identified lack of proper initiatives by foreign-based 
companies in marketing and adverting activities which will make the 
consumers in Hong Kong unable to identify with Finnish products (Takhar-
Lail & Ghorbani 2015). This lack of initiative is driven by the presumption 
that consumers in Hong Kong will automatically purchase foreign-based 
products due to their excitement from cooperation with European 
businesses, workshops and related business showcasing events. This can 
be tackled through advertising and marketing of Finnish products (Takhar-
Lail & Ghorbani 2015). 
Hong Kong has some Finnish people who are already accustomed to their 
goods and can be of negative influence if they already know certain goods 
to be defective or having a bad reputation which will undermine selling of 
Finnish products. Hong Kong buyers will presumably with their Finnish 
colleagues since they have lived and done business with them and this 
might lead to contention against the distinctive Finnish business players 
and their products. It is imperative to note also that most this challenge 
can be overcome through rebranding due to the fact that most Hong Kong 
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consumers are simply looking for uniqueness and quality and will visit any 
foreign businesses looking for foreign products with such features and 
attributes (Shurtleff & Aoyagi 2015).  
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APPENDICES 
Sample Online Questionnaire 
Kindly fill in the questionnaire. Be as honest and factual as possible. 
i. In your own independent opinion, what product market(s) has the 
best potential for Finnish products? 
ii. In your own independent opinion, which markets in HK have the 
most potential for Finnish products?  
iii. In your own independent opinion, what are the factors that make 
Hong Kong an ideal and potential market for Finnish products?  
iv. In your opinion, which are some of the factors that influence market 
entry of Finnish products into Hong Kong? 
 
